1 Preteens are individuals between the ages of 8 and 12; adolescents or teens are in the 13-to 18-age range (Wilson, Strasburger, and Jordan, 2009 ). reality programs (Nielsen Media Research, 2006) , ranking as the most-viewed television programming genre among teens in several major local people meter markets (Nielsen Media Research, 2005) . With the number of hours spent in front of the television set increasing 6 percent annually (Nielsen Media Research, 2009 ) and the reality programming genre steadily growing, preteens and teens are more likely to be viewing reality programs. More important, there is evidence that young people emulate the behavior of reality stars (Watson, 2008) and that reality programs influence their buying behavior, which accounts for more than $20 billion of spending per year (Lindsay, 2004 ).
The appeal of Reality Television For Teen and Pre-Teen audiences
The Power of "Connectedness"
and Psycho-Demographics
With the continued popularity of reality television among young viewers, it is vital to identify pre-teen and teen audiences who not only watch a reality program but have a high level of connectedness to it. Connectedness extends beyond just viewing the program and involves further engagement-posting on social networking sites, for instance, or buying products placed on the show. The authors report on a study that incorporated a national Harris Online survey of 1,098 preteens and teens in the united states to identify psycho-demographic groups that are likely to have high connectedness to reality programming. The findings will help network programmers and advertisers to make more effective decisions related to scheduling, media buying, product placements, and social-networking strategies.
Because of the popularity of reality television among young people, it is important not only to reaffirm that preteens and teens watch reality programs but to determine the level of how connected they are with those programs. The construct of "connectedness" was developed to measure the level of audience involvement with television programming (Russell, Norman, and Heckler, 2004) . The connectedness phenomenon is rooted in the para-social relationships that viewers may establish with television program characters-"the seeming face-to-face relationship between spectator and performer" (Horton and Wuhl, 1956 ).
Connectedness is defined as the "level of intensity of the relationship(s) that a viewer develops with the characters and contextual settings of a program in the para-social television environment;" the higher the connectedness, the more involved the viewer is with the program and characters (Russell et al., 2004) . Prior research studying connectedness has been limited to more traditional television genres such as situation comedies and primetime dramas; connectedness, to date, has not been studied with respect to reality programming.
The objective and contribution of this research is to examine the influence of psychographic and demographic variables on reality-television connectedness among preteens and teens. In other words, the authors aim to identify psycho-demographic groups among preteens and teens that are most likely to have a high level of connectedness to reality programming. 
SELECTIoN oF THE RESEaRCH VaRIaBLES
The authors selected psychographic and demographic variables that were likely to influence connectedness to reality programming.
Personal values were a likely psychographic antecedent of connectedness to reality programming because values are central drivers of preferences and behavior in both adults and children (Rokeach, 1973; Van Evra, 2004 (Rokeach, 1968) .
"Values guide actions, attitudes, judgments, and comparisons across specific objects" (Rokeach, 1973 ; see also Richins and Dawson, 1992 The three value groups affect advertising preferences in preteens and teens (Kennedy, 1995) . In addition to popularity, academic achievement, and excitement, this research also evaluated the impact of young people's desire for physical attractiveness. The authors included the value of physical attractiveness in their research because this value is strongly held among young people, especially teens (Martin and Gentry, 1997; Winham and Hampl, 2008) . Moreover, the value of physical attractiveness influences the buying behavior of preteens and teens (Goldberg and Gorn, 1978) . (Kennedy, 1995) . Thus, the authors studied age because they expected that there may be an interaction between age and the influence of values on connectedness.
Gender differences also were observed in cognitive processing and behavior (Gilligan, 1982) ; therefore, the authors included this variable for exploratory purposes. And it is not until adolescence that young people are able to combine information into more complex value representations (Kennedy, 1995; Selman, 1980) . Thus,
"although values are relevant at all ages… their salience may differ at different cognitive development levels" (Kennedy) .
Cognitively simpler values, such as excitement, are likely to be more salient in the preteen years; more complex values, such as popularity (which involves the capacity to understand another's perspective), are likely to be more salient in adolescence (Kennedy, 1995) . Consistent with this rationale, the importance of excitement as a driver of advertising preferences decreases from the preteen to the teen years (Kennedy, 1995) . Accordingly, the authors expect can expect that the value of popularity is likely to be more salient for teens than for preteens. For example, the importance of the popularity value as a determinant of ad preferences is higher for teens than for preteens (Kennedy, 1995) . Similarly, the authors anticipate H2b: The positive relationship between popularity and connectedness to reality programming is stronger for teens than for preteens.
Youth who value academic achievement will be less likely to watch television (Acevedo-Polakovich, Lorch, and Milich, 2007; Koshal, Koshal, and Gupta, 1996) . In a longitudinal study, preteens and teens who valued academic achievement spent more time on their homework and read more than those who did not value academic achievement as highly (Hancox, Milne, and Poulton, 2005 
Measures
Connectedness to reality programming was evaluated on a nine-item four-point "strongly-disagree"/"strongly-agree" scale (Russell et al., 2004) .
The scales used to measure respond- Table 1) were deemed acceptable (Netemeyer, 2001 ).
RESULTS
Of the 1,098 respondents, 485 (44 percent) were male, and 613 (56 percent)
were female. The independent variables and their interactions were included as predictors in a regression model. Gender was coded as 1 (male) and -1 (female).
Respondents' ages were coded as -1 (8-12) and 1 (14-18). 
